The main purpose of the current study is to analyse how desire, perceived self, social values and involvement are related to consumer engagement in the fashion luxury industry. A sample of 295 fashion luxury consumers participate in the study. Findings suggest that desire is the most significant driver of consumer engagement; subjective well-being (SWB) acts as an outcome of consumer engagement; and past experience has an important role in the relationship between engagement and SWB. The article also provides managerial implications, lists out the limitations of current research and offers scope for further research.
Introduction
Luxury is a world that attracts everyone. Luxury has been luring people since the beginning of times, with its sense of being unattainable and unreachable to the 'usual' client. Being a synonym of prestige, the wearing of a luxury piece holds intrinsic value, not only for the user, but also for the onlookers (Miller & Mills, 2012) . Luxury brands hold high quality and an appealing design which imply uniqueness combined with exclusivity and rarity (Kapferer & Bastien, 2009 ). Luxury consumers demonstrate higher levels of well-being as they believe that luxury provides them with status with respect to their reference groups and aspiration groups (Hudders, Pandelaere, & Vyncke, 2013; Linssen, van Kempen, & Kraaykamp, 2011) . In line with this finding, some authors have confirmed the positive relationship between luxury consumption and subjective well-being (SWB) (DeLeire & Kalil, 2010) .
Luxury brands are offered across wide product categories such as fashion and accessories, beauty, wines, automobiles, hotels, tour packages, private banking, etc. (Chevalier & Mazzalovo, 2008) . Fashion luxury brands offer both functional and psychological benefits to the consumer (Kapferer & Bastien, 2009) . Despite the common notion that luxury brands are superfluous (Berry, 1994) , many consumers continue to buy luxury goods (van Kempen, 2007) . That being said, the phenomenon of new luxury is emerging. This new concept targets the masses, proposing lower prices (Truong, McColl, & Kitchen, 2009) . The brands uphold a prestige positioning, but offer prices only slightly lower than the classic luxury brands. This strategy acquired the name of masstige, and combines the positioning of a luxury brand with lower prices, reaching a much broader target market. Masstige brands have higher rates than middle-market brands regarding luxury products and focus on offering prestige, symbolic benefits and inspiring designs but with lower prices than classic luxury brands (Kapferer, 2014) . Some typical examples of masstige brands would include Swarovski, Victoria's Secret or Coach (Silverstein & Fiske, 2003) . The prices are affordable to everyone, especially young people from the millennial generation who have not made a living yet. In order to lure the millennial generation, masstige brands create real needs from young consumers. They rely on certain products and generate a trend around it. Indeed, wellknown masstige brands are concentrating their communication strategy on one leading product. For instance, Polo Ralph Lauren and its famous Polo, or Adidas and its 'Stan Smith', or Levi's and the 501 Jeans.
Masstige brands are brands with a premium image, history and heritage, that create an aspiring uniqueness and status feeling to justify the product's premium price tag as an illustration of luxury (Keller, 2009 ). These brands also provide high-level customer service, such as frequent tailored assistance, personal shopping services, direct phone calls and thus make the shopping experience as easy as possible. The flagship stores of these brands also provide an experience through retail space masterpieces, beautiful architectures, and the latest technology, conveying the splendour of the brand (Fionda & Moore, 2009 ). All these stimuli are created by masstige brands (the segment of luxury brands sold in the store, that do not belong to the extreme exclusivity of Haute Couture) to develop a more human connection with their target audience, allowing for a freer communication and the interaction that the public desires (Hughes & Fill, 2007) . This change is more meaningful when brands intend to provide more engaging consumer experiences (Lemon & Verhoef, 2016) .
However, the literature on consumer engagement has not been devoted to the fashion luxury context (masstige brands), particularly when it comes to the drivers to engage in fashion luxury consumption. This study attempts to fulfil this gap by exploring the effect of four potential drivers: desire, perceived self, social values and involvement. In this regard, the objectives of the current study are to: (i) analyse how desire, perceived self, social values and involvement are related to consumer engagement in the fashion luxury industry; (ii) analyse the role of SWB as the outcome of consumer engagement and (iii) to examine past experience as the moderator between consumer engagement and SWB.
The four drivers of the current study emerge as suggestions from literature. They are motivational factors for action or engagement in consumption process (desire) (Perugini & Bagozzi, 2004) , as internal interest (involvement) a consumer demonstrates towards the brand (Coulter, Price, & Feick, 2003) , an external motivation (social values) through family and peers (Vigneron & Johnson, 2004) or the perceived self, that is, the selfconsciousness of consumers which may motivate them (Lee & Workman, 2014) . The subjective sensation of happiness and satisfaction (SWB) will be the result of being engaged in the consumption of luxury brands (Kumar et al., 2010; Kumar & Pansari, 2016) .
The remainder of the current studies provides a literature review, where consumer engagement is conceptualised, and hypotheses presented. The method of data collection is described followed by the presentation of the results. Finally, in the conclusions and implications, we discuss the findings, the theoretical and managerial implications, as well as the limitations and future scope.
Literature review and theoretical development

Consumer engagement
Bowden (2009) conceptualises engagement as a psychological process developed through customer-brand relationships contributing to customer loyalty. Later, Ilic (2011, 2013) describe consumer engagement as an iterative process involving a multidimensional construct comprising cognitive, behavioural and emotional dimensions, emerging from an interactive and co-creative process between a customer and a brand. Kumar et al. (2010) embrace the relationship Marketing field to claim customer engagement as the interactions customer-firm and customercustomer. However, only recently Hollebeek, Glynn, and Brodie (2014) strongly emphasised the brand as the key focal object in the interaction process. For them, brand engagement is a customer cognitive, emotional and behavioural positive activity related to focal consumer/brand interactions.
In the current study, we follow Kumar et al. (2010) and Kumar and Pansari (2016) perspective regarding engagement as the attitude, behaviour, the level of connectedness among customers and the firm/brand. Thus, four dimensions are analysed: purchases (this transitional process contribute to firm value and to be connected to the firm/brand), incentivised referrals (contribute to attract consumers who do not feel persuaded by the traditional communication channels), social influence (refers to the impact of some customers could have on other's activities within social media) and knowledge sharing (achieved when a customer is actively involved in improving the products of a firm/brand by providing suggestions; firms can use this knowledge to effectively improve the products).
Drivers of engagement in luxury fashion
2.2.1. Desire Desire can be defined as a state of mind 'whereby an agent has a personal motivation to perform an action or to achieve a goal (…) and represents the first step towards a decision to act' (Perugini & Bagozzi, 2004, p. 71) . Desire makes people act (Boujbel & d'Astous, 2015) and the process of engagement in the consumption of luxury brands is associated to action and interaction.
The fashion luxury industry is a world that incites passion. Desire is one of the many, if not the biggest factor that leads someone to buy luxury items, as it represents a deep-rooted want for something (Kapferer, 2012; Perugini & Bagozzi, 2004) . There is no need to buy a Prada bag, however, many have a deep desire for it: in an economically developed society, where the basic needs are frequently satisfied, consumerism is driven by desire (Boujbel & d'Astous, 2015) . The desire for products/brands and the will to interact beyond the purchase led to the increase of movements such as co-creation, customers referring brands and products, as well as a growth in purchases influenced by word-of-mouth (Lemon & Verhoef, 2016) . These movements are at the core of the engagement process.
Luxury consumers desire not only the products, but also the experience and the feeling that the ownership of that product allows (Fionda & Moore, 2009) . If the experience provides good feelings, the consumer is going to have the desire to repeat it, and to create a relationship with the brand, to be engaged with it, allowing for the increase in the frequency of the experience. Hence (see Figure 1 ):
Desire is positively associated to engagement.
Perceived self
Luxury purchasing is hedonistic (Vigneron & Johnson, 2004) . Not being a basic need, luxury goods are purchased with the purpose to enhance one's self-image. Offering prestige, high quality, high price exclusivity and uniqueness, these brands provide positive psychological and emotional values, appealing to the user's self-concept and worth, which doesn't occur frequently in middle-class brands (Lee & Brandi, 2016) . Kalla (2016) claims that congruity between one's actual self and their ideal self constantly acts as a driver to the purchase of luxury goods and the interaction with the brand. Many brands use the concept of ideal self-image in their Marketing as a way of creating a strong emotional connection with the consumers, as it represents an aspiration (Lee & Workman, 2015; Malär, Krohmer, Hoyer, & Nyffenegger, 2011) . Fashion consumers are self-conscious (public and privately), particularly the fashion leaders (Lee & Workman, 2014) and that consciousness, the way they perceive their own self, may contribute for them to be more fashion engaged. Therefore, H 2 : Perceived self is positively associated to engagement.
Social values
Customers consume luxury brands in a way of, either, distinguishing themselves from or emulating significant others, besides giving significance to the self-image (Vigneron & Johnson, 2004) . As these brands' exclusivity frequently brings an intense desirability, the ownership of luxury goods leads to a portrayed image that passes a symbolic value to others. This fact results in generating a social experience, as many times, social environment and interactions deeply influence the same (Shukla & Purani, 2012) . The social experience can be experienced through the online retailing of the brands and social media (Kim, Park, & Lee, 2013) , where, fashion luxury consumers read the reviews and make decisions based on them.
Thus, social values are connected to personal issues, wants and desires, showing social position and status. Some consumers may use luxury goods to impress others. In this case, social values are closely linked to what others say and reflect the participation of the community and society in general (Loureiro & de Araújo, 2014) . Consequently, 
Involvement
Involvement has been defined as an internal factor in the process of consumer engagement towards specific brands, together with satisfaction, commitment, trust and delight, by being a mediator 'between satisfaction and commitment most significantly for repeat purchase customers' (Bowden, 2009, p. 69) .
The concept of involvement has been used to designate the degree of concern and interest a consumer demonstrates towards a product which may relate to his or her ego, self-concept, general interest or value system (Coulter et al., 2003) . Furthermore, an involved customer is also unlikely to have a great level of brand rejection, as they possess a lower repertoire of preferred brands: uninvolved clients are expected to switch brands on a more frequent basis as the brand or the provider of the service is not regarded as important to their decisionmaking process (Bowden, 2009) . Thus, H 4 : Involvement is positively associated to engagement.
SWB as a consequence of engagement
SWB is associated to pleasurable experiences and the achievement of a subjective sense of contentment (e.g. Diener et al., 2009; Diener, Diener, & Diener, 1995; Diener, Oishi, & Lucas, 2003; Diener, Suh, Lucas, & Smith, 1999; Lyubomirsky & Lepper, 1999) . SWB is a concept related to happiness and its central role in the evaluation of a person's life (Etkin, 2016) . This is a concept that entails the experience of pleasant and exciting emotions, while enjoying a high level of satisfaction with life and a lack of negative mood (Simsek, 2009) .
Experiencing a high level of well-being and pleasant experiences are two indicators of a rewarding life (Jalloh, Flack, Chen, & Fleming, 2014) . Like many, SWB is conditioned by culture, also demonstrated when comparing the level of happiness and life satisfaction. That being so, a piece of information can affect someone's well-being and life satisfaction, not affecting other's, depending on the salience of the moment and information (Diener & Suh, 2000) . The subjective satisfaction and sensation of well-being can come through consumption (for instance, the process of selecting the product/brand, purchasing and using the product, repeating the purchase and recommending it or avoiding it in the future). When an individual is deeply involved and committed in enjoyable activities, that engaged experience (Lemon & Verhoef, 2016) will develop the sensation of well-being (Etkin, 2016) . Engaging in a consumption process can be regarded an external motivation to the internal process of well-being (e.g. Etkin & Ratner, 2012; Maimaran & Fishbach, 2014) . As SWB is affected by someone's judgement about their life, and, the purchasing and engagement with a luxury brand has been proved to provide positive emotional and psychological values, we propose that:
H 5 : Engagement is positively associated to SWB.
Past experience as a moderator
Pine and Gilmore (1998) present the concept of Experience Economy as a step beyond the good or service. Consumers may feel pleasure with the events associated to consumption (from the selection to the effective purchase and the use the product, like fashion clothing). Schmidt, Brakus, and Zarantonello (2015) claim that experience includes cognitive, emotional, intellectual and sensory responses to the stimuli. Others point out social and spiritual responses to the stimuli (e.g. Lemke et al., 2011; Lemon & Verhoef, 2016) . Lemon and Verhoef (2016) , however, explain the customer journey into the experience process. This process begins with the pre-purchase (when consumers search for information and compare brands), flows to the purchase (order and payment) and then to the post-purchase (the use of the fashion clothes and other products), in an iterative and dynamic way. Past experience tends to influence each stage by creating expectations (Lervik-Olsen et al., 2015) .
Indeed, past experience influences current satisfaction and consumer behaviour (e.g. Klein, 1998; Bolton & Lemon, 1999) . Experiences affect long-term consumer behaviour. For instance, when a customer enjoys using a fashion brand, he/she develops a sense of joy contributing to creating memories and generating an internal stimulation towards the brand (Loureiro & de Araújo, 2014; Zarantonello & Schmitt, 2010) . In this vein, we expect that the perception of fashion consumers about the experience of fashion clothes will evolve with the number of times they buy and use the brand. Past experience in buying the brand and using fashion clothes creates expectations based on the memories which, in turn, can change the impact of the relationships between engagement and SWB. The sensation of well-being may be less intense with the increase in the number of times consumers buy and use the brand.
During first experiences with the brand, positive emotional reaction may generate more involvement and interaction with the brand and a higher sensation of SWB due to the novelty. The sensation of SWB due to the engagement with the brand will be lower with the repetition of the purchase and the use of the brand. Thus, we formulate:
H 6 : Past experience moderates the relationship between engagement and SWB.
Methodology
Data collection
The survey was circulated through the Facebook pages communities of luxury brands: Guess, Gucci, D&G, Prada, Louis Vuitton, Dior, Chanel, Trussardi, Burberry and Coach. For such the authors asked permission to collect data using a structured questionnaire. The sample is a portion of the general population who is enthusiastic about fashion luxury products.
Before launching the questionnaire, a pilot-test (with 10 fashion luxury consumers) was conducted to ensure that the wording of the items was clear. Very few adjustments were made, and language professors reviewed the final questionnaire for face validity. Then, a few Marketing professors examined the instrument for content validity. We employed multi-item scales to measure the constructs of the proposed model as follows: All items were measured using a 7-point Likert-type scale.
Variable and measurement
We used 19 items to measure desire, adapted from Boujbel and d'Astous (2015) . Perceived self was evaluated through eight items based on Shukla and Purani (2012) and Miller and Mills (2012) . Social values were measured by 13 items adapted from Wiedmann, Hennigs, and Siebels (2009) and Loureiro and de Araújo (2014) . Involvement comprised seven items adapted from Choo et al. (2014) . The construct of consumer engagement was composed of 16 items as proposed by Kumar and Pansari (2016) . Past experience was measured through one question based on Loureiro and de Araújo (2014) : In average, how many times, in the past year, have you purchased luxury fashion products? Finally, we employed two questions to access SWB based on Etkin (2016) : When you purchase a luxury fashion brand how happy do you feel? and When you purchase a luxury fashion brand how satisfied do you feel? (answering using a scale from 1 -Not at all to 7 -Very Much). The structure of the questionnaire took several aspects into consideration to avoid common method bias: (i) the items and questions were prepared to avoid ambiguity; (ii) the physical distance between measures of the same construct was also considered.
Data treatment
We employed the PLS (Partial Least Squares) approach (SmartPLS2.0) since the model proposed in the current study presents a large number of manifest variables and formative factors and therefore PLS is the appropriate approach for data treatment (Chin, Marcolin, & Newsted, 2003; Hair, Sarstedt, Ringle, & Mena, 2012) . The repeated indicators method was applied to test the model with second-order formative factors (Chin et al., 2003; Kleijnen, Ruyter, & Wetzels, 2007) for desire, social values and engagement.
Results
Sample profile
The brands employed in the survey were: Guess, Gucci, D&G, Prada, Louis Vuitton, Dior, Chanel, Trussardi, Burberry and Coach. The sample (n = 295) was composed mainly of female respondents (69.2%) and most were between 18 and 34 years old (53.5%). The average number of times that participants bought luxury fashion products in the last year was 6.7 (standard deviation = 1.874). Thus, all the respondents have bought a luxury item at least once in the past year. We asked respondents to think about the brand they buy most often to complete the questionnaire.
Regarding gender and age, the respondents are mainly (69.2%) female and are between 18 and 34 years old, what represents the pattern of those who use online for search and buy luxury fashion brands (see Table 1 ). This profile is consistent with statistics from European Union. According to Eurostat (2017) and Schmidt, Dör-ner, Berg, Schumacher, and Bockholdt (2016) , clothes are the most common category of online purchase, women are more likely than men to buy clothes and the use of online services tends to decrease with age.
Construct dimensionality
Before employing the PLS to analyse the hypotheses, we performed the exploratory factorial analysis (principal component and Varimax rotation) to analyse the dimensionality of the constructs. Only factors with eigenvalue equal to or greater than one were considered significant. An item with factor loading equal to or greater than 0.5 was considered significant and included in the analysis (Hair et al., 2012) .
All constructs were found to be unidimensional, except desire, social values and engagement. With respect to engagement, we considered 16 items proposed Regarding the factor of desire, D1 (called obsession) comprised five items: (1) I get in a bad mood if I can't satisfy my desire to get a product or a brand; (2) It obsesses me if I can't get a product or a brand I really desire; (3) When I can't buy myself a product or a brand that I desire, I feel frustrated; (4) I'm perfectly able to refrain from buying products and brands that I really desire; (5) It gets me angry when I can't have a product or a brand that I desire a lot. The second factor (D2) grouped five items (called pleasure): (1) Desiring products and brands is pleasurable in itself; (2) When I desire a particular product or brand, the moments prior to the purchase are very pleasant; (3) I really enjoy it when I know that I'll be able to buy a product or a brand that I really desire; (4) Desiring a product or a brand gives me as much pleasure as buying it; (5) I find it pleasant to think of the pleasure that follows the purchase of a product or a brand that I really desire.
The third factor (D3) (called control) aggregated four items: (1) Even if I desire products and brands, I can control myself; (2) What is nice with desiring products and brands is enjoying the pleasure to desire them each time; (3) In general, I can control my desires to buy products and brands; (4) In general, my desires for products and brands are well controlled. The last factor (D4) (called guilt) comprised four items: (1) My guilt is greater when I buy a product that I desire very much but don't really need; (2) I feel guilty if I think that my desire for a particular product or brand can undermine my future financial situation; (3) I feel guilty when my consumption desires impact my entourage (family, friends); Sometimes, I feel ambivalent between my will to satisfy my consumption desires and the ensuing guilt.
Measurement model
The adequacy of the measures at the first-order construct level was measured through item reliability (all of them exceeded the value of 0.707). All constructs are reliable since the composite reliability values exceeded the threshold value of 0.8. The measures have demonstrated convergent validity, as the average variance of manifest variables extracted (AVE) is above 0.5.
Regarding the second-order constructs, we have the parameter estimates of indicator weights and multicollinearity of indicators, where weights measure the contribution of each formative indicator to the variance of the latent variable (Robert & Thatcher, 2009) . A significance level of at least 0.05 (using a non-parametric bootstrapping procedure) suggests that an indicator is relevant to the construction of the formative index (desire or social values), and thus demonstrates a sufficient level of validity (see Table 2 ). The degree of multicollinearity among the formative indicators should be assessed by variance inflation factor (VIF). The VIF indicates how much an indicator's variance is explained by the other indicators of the same construct. The common acceptable threshold for VIF is below 3.33 (Diamantopoulos & Siguaw, 2006) , as we can see in Table 2 .
Discriminant validity
The square root of AVE should be greater than the correlation between the construct and other constructs in the model (Fornell & Larcker, 1981) to assess discriminant validity. Table 3 shows that this criterion has been met. The last part of Table 3 shows that the correlations between each first-order construct and the second-order construct are greater than 0.71 revealing that they have more than half of their variance in common, as expected (MacKenzie, Podsakoff, & Podsakoff, 2011).
It is also found that the cross-loading correlations and the association between the items (measures) and the respective constructs are stronger than the associations between constructs or between items belonging to different constructs.
Hypotheses testing
In this study, a non-parametric approach, known as Bootstrap (500 re-sampling), has been used to estimate the precision of the PLS estimates and support the hypotheses (Fornell & Larcker, 1981) . All path coefficients have been found to be significant at the 0.001, 0.01 or 0.05 levels (see Figure 2) . The model reveals a moderate level of predictive power (R 2 ) as the constructs explain 45% of the variance in engagement and 14% of the variance in SWB. The model also reveals predictive validity (Q 2 positive). The value of GoF (i.e. overall goodness of fit) (0.65) is above the cutoff of 0.35, proposed by Wetzels, Odekerken-Schröder, and van Oppen (2009) as a good fit in the social science field, together with 
Moderation effect
In the current study, moderating effect (also called interaction effect) measures the variation of past experience that influences the strength or direction of the relationship between engagement experience and happiness (Baron & Kenny, 1986) . The product indicator approach implies building a product term, using the indicators of engagement (latent independent variable) and the indicators of past experience (moderator). With SmartPLS2.0 software, it is possible to create these product indicators which relate to the latent interaction term, particularly in the presence of a formative construct such as engagement, where the two-stage PLS approach is suggested by Henseler and Fassott (2010) . Firstly, the main effect path model has been used to get estimates for the latent variable scores. The latent variable scores obtained have been saved for the second stage. In the second stage, the interaction term has been conceived as the element-wise product of the latent variable scores of engagement and past experience (moderator).
Secondly, the interaction term (engagement × past experience), the latent variable scores of engagement and the latent variable scores of past experience are used as independent variables in a hierarchical process similar to multiple linear regression on the latent variable scores of SWB (endogenous variable) (Limayem, Hirt, & Chin, 2001) . The main effects and interaction models (see Table 4 ) (with all cross-product variables) are subsequently modelled with the effect size ( f 2 ) of the main effects and interaction models being assessed by the Cohen effect size formula (Cohen, 1988; Henseler & Chin, 2010) .
The effect size (f 2 ) is small but the path with the interaction term is significant (β = −0.167, p < .01), meaning that H6 is supported. Thus, past experience may act as moderating the relationship between engagement and SWB.
Conclusion and implications
Discussion
The results of the current study are summarised as follows. First, desire is found to be the most significant driver of engagement (β = 0.307; p < .001). Luxury fashion consumers have a strong motivational inductor to engage with the luxury brand, particularly to continue to interact and purchase the brand. Desire has been conceptualised as a second-order consisting of four factors. We call the first-factor (D1) obsession (weight = 0.595; p < .001) because the items express the addictive desire to possess a luxury brand. The second factor of desire (D2) is pleasure (weight = 0.396; p < .001) -the pleasure felt when acquiring a luxury brand. The third factor, control, refers to the perception of control over the desire to buy a luxury brand. This factor contributes very less to the construction of the overall index of desire. Control (D3) (weight = 0.132; p < .05) comprises items that appeal to the control of the impulse of desiring and purchasing the luxury brand, which suggests that consumers perceive having control over their impulse. Finally, the last factor, guilt (D4) (weight = 0.228; p < .01), indicates the feeling of guilt when acquiring a fashion luxury brand that could put at risk family and friends (due to the expensive price).
Second, involvement emerges as the second most significant driver (β = 0.246; p < .001). This finding is acceptable because Hollebeek et al. (2014) had already regarded involvement as a driver to engagement in online context. Third, social values (β = 0.118; p < .05) is not so significant as the previous drivers. Based on Wiedmann et al. (2009) and Loureiro and de Araújo (2014) , this means that luxury fashion consumers do not care or at least do not admit that they are aware and really concerned about what others say about their luxury consumption to be engaged (purchase more; be more active with the brand, creating reviews and giving suggestions). The two factors of social values -prestige relations (weight = 0.734; p < .001) and prestige statusconspicuousness (weight = 0.303; p < .001) -have been obtained from the research of Loureiro and de Araújo (2014) and confirmed by factorial analyses.
Fourth, compared to the other three drivers, perceived self (β = 0.186; p < .01) is not so significant as desire and involvement in influencing engagement. Once again, for consumers to be engaged with fashion the desire to have something unique (luxury brands) is more important than their self-identification with the features of the products. Fashion consumers are self-conscious (public and privately) (Lee & Workman, 2014) and such consciousness is so natural to them that is not enough to proactively participate in promoting and giving suggestions to a luxury brand. They really need to feel the desire and be involved to be more active in their relationship with a brand.
Finally, luxury fashion consumers engaged in the consumption process tend to become happier and enhance their SWB (β = 0.376; p < .001). The experience of searching, buying and using luxury fashion brands contributes to lessening the strength of the relationship between engagement and SWB. Consumers who have more frequent experience with fashion luxury brands experience less well-being when they are engaged with a brand than consumers with low-frequency experience. Luxury consumers revel in the rarity and scarcity of these brands (Kapferer & Bastien, 2009 ). Thus, the frequent experience with luxury items (past experience) tends to reduce the effect of pleasant and exciting emotions (meaning SWB) that being engaged with a luxury brand can bestow.
Theoretical contributions
The current study contributes to the extension of the conceptualisation of drivers of fashion luxury engagement. None of previous studies (e.g. Boujbel & d'Astous, 2015; Loureiro & de Araújo, 2014; and Loureiro, Costa, & Panchapakesan, 2017) explored the four variables such as involvement, perceived self, social values, and desire as drivers of engagement into the luxury context, and did not regard desire and engagement as a secondorder formative constructs. The current study has revealed that in the case of luxury branding, desire is conceptualised in terms of four factors, namely, obsession, pleasure, guilt and control. Unlike the study of Boujbel and d'Astous (2015) , this research has proposed a different structure for luxury brand desire. In the current study, obsession is the major factor contributing for desire, which indicates a strong desire to own and possess a luxury brand, while in the Boujbel and d'Astous (2015) study, for non-luxury brands discomfort was proposed as a component of desire, along with pleasure, guilt and control.
Thus, the current study has extended the conceptualisation of desire to the luxury branding context. The present study also extends our knowledge of the engagement process by considering and testing SWB as an outcome in the context of luxury branding. Finally, we contribute to the literature revealing the influence of desire and involvement in the process of engagement with luxury brands online and SWB as an outcome of customer engagement.
Managerial implications
Regarding the practical implications, this is probably the first time that the consumption of luxury has been associated with SWB through involvement and luxury brand engagement. It is not only important to motivate the desires of luxury consumers and involve them with the brand, but also it is also essential to engage them in positive experiences which they can remember. These experiences in turn result in SWB of luxury brand consumers. On the contrary to the altruistic pursuits such as environmental activism and corporate social responsibility, which improve the brand perceptions, luxury brand consumers' personal SWB is associated with the favourable and unique experiences provided by luxury brands, which are private phenomena. In the context of luxury branding, it is interesting that the factor control contributes the least to forming the second-order construct of desire. This indicates that when consumers indulge in luxury consumption, they have less control over themselves.
Hence, it is essential to design effective customer relationship management activities which frequently remind luxury consumers about the brands. It is obvious that consumers are not able to control their desires with luxury brands and are obsessed with them. They relent to their feelings of pleasure while consuming luxury and in the end also feel guilty. The feelings of pleasure and obsession tend to pull the consumers' desires in a direction opposite to that of guilt. Thus, the luxury marketers have to design their communication strategies so as to highlight pleasurable experiences of the luxury brands while attempting to reduce any feeling of guilt. To appeal to young adults and lessening their guilt, luxury brands may come up with effective co-branding strategies with socially responsible organisations such as PETA, Amnesty International, etc.
Furthermore, luxury brand organisations can also promote cross-selling and up-selling of luxury products to these consumers as they are obsessed with their desire to consume luxury. As engagement is a significant predictor of SWB, it is essential to consider communication channel, such as social media, which is the most desired communication channel by young adults, along with the frequency of communication. As more frequent experience with luxury brands reduce the desire to consume these brands, it is essential not to over-promote luxury. A customised message, such as promotion during birthdays and wedding anniversaries of consumers and their family members, may be sufficient and effective in rekindling the desire. Thus, it is essential to build and maintain a long-term relationship with loyal consumers. Yet, long-term relationships need effort from the brand site to maintain the mystery, fascination and secrecy to keep consumers engaged and nurture their sensation of well-being after using such brands.
Limitations and future scope
Nevertheless, the findings of the present study should be interpreted with caution. First, the study used a convenience sample. Even though, the sample represents the common shopping population of luxury fashion brands, it may not have represented all the luxury customers. Second, future research should use other approaches to consolidate the findings. Third, other studies should explore other motivational drivers, as well as outcomes. For instance, it will be interesting to analyse the influence of experience on engagement, or how relationship quality variables may interact with fashion consumer engagement. Finally, in literature we may find several scales to capture SWB, most employed in the psychological context (e.g. Diener et al., 2009; Lyubomirsky & Lepper, 1999) . These scales adapted to the consumption context may be used in testing of the model proposed in the current study. We opt to use the Etkin (2016) approach because has only two questions and was employed into consumption context.
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